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This study applies structural equation modeling (SEM) and fuzzy-set qualitative comparative analysis (fsQCA)
method to data fromsocial networkmedia (SNM)users’ surveys to identify possible SNMviral effects on consumers’
purchase intention. SEM assesses the relationship between the criteria; fsQCA assesses the cause-and-effect process.
Data from 36 valid variables validate the research model. This research surveys SNM users who use at least three
major SNMplatforms (i.e. Facebook, Instagram, andYoutube). Combination of Theory ReasonedAction (TRA), Infor-
mation AdaptionModel (IAM), perceived risk, and social interaction as additional external constructs shows source
credibility and social influence critically affect attitude and subjective norms, which lead to purchase intention. SEM
results show that social integration has no direct effect on subjective norms. However, fsQCA results show that social
influence together with perceived risk in SNM sites affects consumers’ purchase intention.

© 2015 Elsevier Inc. All rights reserved.
1. Introduction
Since last decade, social network andmedia (SNM) sites are growing
rapidly (Farooq & Jan, 2012). SNM sites benefit marketers and con-
sumers. Online SNM sites such as Twitter, Facebook, and Instagram af-
fect individual’s lives significantly by creating links among individuals
that trust SNM sites.

Scholars define SNM as a graph of relationships and interactions
within a group of individuals, oftenmediating in spreading information,
ideas, and influence among the members (Kempe, Kleinberg, & Tardos,
2003). Most web-based SNM services providemeans for online interac-
tion, allowing the sharing of ideas, activities, events, and interests with-
in individual networks. These services act as word-of-mouth (WOM)
because participants repeat the information on SNM (Zhaveri, 2013).

SNM viral marketing is a special form of electronic WOM (eWOM)
marketing that encourages and facilitates consumers’ exchange of fa-
vorable opinions on products/services, companies, or brands; this
eWOM also allows passing along promotional messages to relatives
and friends on SNMsites. Companies are adopting viralmarketing strat-
egy because of its low-cost management.

This study addresses the research gap regarding the importance of
understanding SNMviral marketing’s effect on consumers’ purchase in-
tention. The purpose is to measure SNM sites’ viral effect on product/
service purchase intention with Theory Reason Action (TRA),
an, R.O.C for financial support
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Information Adoption Model (IAM), and the perceived risk. This ap-
proach allows researchers and practitioners to deepen their knowledge
and to take advantage from SNM viral marketing.
2. Literature review

This study combines three popular theories to predict consumers’
purchase intention and information adoption: TRA (Ajzen & Fishbein,
1980), IAM (Sussman & Siegal, 2003), and perceived risk (Bauer, 1960).
2.1. Viral marketing

Viral marketing is the consumers’ act of eWOM on SNM sites; viral
marketing spreads like a virus and takes advantage of multiplication
to transmit the message to thousands and even millions (Vilpponen,
Winter, & Sundqvist, 2006). According to Oden and Larsson (2011),
viral marketers use buzzwords, images, videos, and blog articles/re-
views. Viral marketing has a low cost, provides a high-and-rapid re-
sponse rate, and offers an unprecedented opportunity to connect both
domestically and internationally (Yang, Liu, & Zhou, 2011). Therefore,
companies adopt this strategy to disrupt consumers via online, creating
a digital “hype” to promote product/services. Individuals’ attitudes to-
wards viral messages in SNM determine those people’s participation
in the process that leads to purchase intention (Camarero & San José,
2011). Viral marketing is also demanding on social interaction, often re-
garding products, to attract users to virtual communities that influence
their buying decision (Hennig-Thurau, Gwinner, Walsh, & Gremler,
2004). Because viral marketing offers product/service online reviews,
users’ risk perceptions in purchasing a product owe primarily to the
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information and interaction in those sites. (Beldad, Jong, & Steehouder,
2010).

2.2. Theory Reasoned Action (TRA)

TRA (Ajzen & Fishbein, 1980) is a model to predict behavior. Ajzen
(2005) reports that attitude and subjective norms influence the inten-
tion to perform a particular behavior. TRA assumes that intentions cap-
ture themotivational factors influencing behavior: attitudes toward the
behavior (the degree to which a person has a favorable or unfavorable
evaluation of the behavior) and subjective norms with respect to the
behavior (the perceived social pressure to perform or not perform the
behavior). Peer communication between consumers, as an information
giver, has a strong influence on consumers’ decision-making (Smith,
Menon, & Sivakumar, 2005). In SNM settings, consumers learn attitudes
and purchase-intentions through written messages that peers send
(Wang, Yu, & Wei, 2012). Likewise, subjective norm in technology
acceptance refers to social norms in terms of external influence
(Bhattacherjee & Sanford, 2006).

In line with these studies, this research proposes the following
propositions:

P1. Consumers’ attitude toward information usefulness positively af-
fects intention to purchase virally marketed product/service.

P2. Consumers’ subjective normpositively affects intention to purchase
virally marketed product/service.
2.3. Information Adoption Model (IAM)

IAM (Sussman & Siegal) is an integration of Technology Acceptance
Model (TAM) (Davis, 1989) and Elaborated Likelihood Model (Petty &
Cacioppo, 1986; Petty, Cacioppo, & Goldman, 1981) with dual-process
models of informational influence. According to Sussman and Siegal
(2003), TAM and TRA models are not fit for information adoption. Par-
ticipants of virtual communities (e.g., SNM sites) seek information and
knowledge (Zhang & Hiltz, 2003). In online environments, people
have complete freedom to publish and express their feelings. Therefore,
users consider the expertise and trustworthiness of the contributors be-
fore adopting or rejecting the information (Cheung, Lee, & Rabjohn,
2008). In opinion posts, users scan the information before making pur-
chase decisions (Pitta & Fowler, 2005).

Consumers’ argument quality and source credibility affects
consumer’s attitude toward information usefulness. Argument quality
refers to arguments’ persuasive strength (Bhattacherjee & Sanford,
2006). Source credibility refers to the extent to which consumers per-
ceive that an information source is believable, competent, and trustwor-
thy (Petty & Cacioppo, 1986). The quality of arguments determines
consumers’ attitude toward information usefulness. Further, source
credibility has a high influence on opinion; high credibility sources
have a greater role on opinion change than low credibility sources do.

P3. Argument quality on SNM sites positively affects consumers’ atti-
tude towards product/service information usefulness.

P4. Source credibility on SNM sites positively affects consumers’ atti-
tude towards product/service information usefulness.
2.4. Social interaction

Qiu and Benbasat (2005) report that the best marketing strategy is
offering information and interactivity in product/service. Stromer-
Galley (2004) defines interactivity as the interpersonal communication
occurring through an SNM medium. The communication processes in
these sites create social interaction. In SNM contexts, social interaction
is the subjective norm that refers to social pressure in performing or
not performing the behavior. Online social pressure is a form of social
interaction. This research divides social interaction into two indepen-
dent predictors: social integration and social influence. According
Rubin, Watt, and Ramelli (2012), social integration refers to members’
transparency regarding personal, faith, and community interactions in
the merging world of SNM applications; transparency on SNM sites
could influence consumers’ subjective norms to decide a product/
service.

Weber (1947) defines social influence as a practice of two or more
people trying to influence each other’s intentions to bring such social
pressure into their behavior. Subjective norm reflects how the percep-
tion of references and interpersonal influences (e.g. family, friends,
and relatives) affects and shapes consumers’ behavior (Lin, 2007).

P5. Social integration positively affects consumers’ subjective norm.

P6. Social influence positively affects consumers’ subjective norm.
2.5. Perceived risk

Perceived risk refers to the nature and amount of risk a consumer
perceives in a particular purchase (Bauer, 1960). This study defines
perceived risk as what consumers would lose and how the individual
would feel if the consequences of a behavior were negative. In SNM
sites, uncertainty in perceived risk derives from three factors: (1) con-
sumers’ own ability to accurately judge the resulting experience,
(2) consumers’ difficulties in making an overall evaluation on the
sites, and (3) the difference between expectations and experience in
product/service.

This study groups andmodifies existing types of risk to adapt to viral
marketing on SNM sites (intangibility) expectation and context. The
types of risks are (1) performance risk, (2) financial risk, (3) social
risk, and (4) psychological risk. Perceived risk is powerful in explaining
consumers’ behavior considering influences often motivate consumers
to avoid mistakes rather than to maximize utility in purchasing and
expecting loss.

P7. Consumers’ perceived risk negatively affects intention to purchase
a virally marketed product/service.
3. Method

3.1. Data collection

This study uses data from electronic surveys that users receive
through SNM sites, emails, and Internet forums. Non-random snowball
samplingmethod for cost effectiveness and respondents’ distribution of
questionnaires to friends with similar characteristics increase response
rate. Ho and Dempsey (2010) report young adults are the demographic
group with the highest rate of Internet adoption and SNM sites use;
thus, this study collects data from college students of different majors
in Indonesia. The sample of participants has experience in at least
three of the following SNM sites: Facebook, Twitter, Instagram,
Pinterest, or Youtube, and admits connection to those sites’ viral con-
tents for 4–6 years through buzzwords, blogs, images, or videos. Users
acquainted with at least three different types of SNM sites will most
likely understand the term viral. Hence, results fit predictability and
generality.

3.2. Procedure

This research uses a translated version of the questionnaire
from previous studies to distribute in Indonesia. The Indonesian version
has minor modifications and different item sequence; this version



Table 2
Discriminant validity analysis.

AQ AT BI PR SC SN SINF SINT

AQ 0.78
AT 0.69⁎⁎ 0.82
BI 0.50⁎⁎ 0.59⁎⁎ 0.82
PR - 0.11⁎⁎ - 0.12⁎⁎ - 0.36⁎⁎ 0.74
SC 0.77⁎⁎ 0.76⁎⁎ 0.52⁎⁎ - 0.09⁎⁎ 0.80
SN 0.40⁎⁎ 0.51⁎⁎ 0.61⁎⁎ - 0.39⁎⁎ 0.51⁎⁎ 0.90
SINF 0.61⁎⁎ 0.63⁎⁎ 0.66⁎⁎ - 0.38⁎⁎ 0.65⁎⁎ 0.72⁎⁎ 0.83
SINT 0.53⁎⁎ 0.59⁎⁎ 0.56⁎⁎ - 0.27⁎⁎ 0.53⁎⁎ 0.72⁎⁎ 0.68⁎⁎ 0.87

Argument quality AQ, attitude AT, behavior intention BI, perceived risk PR, social influence
SINF, social integration SINT, source credibility SC, subjective norm SN. For discriminant
validity, square root of AVE should be larger than correlations.
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introduces eWOMand viral marketing on SNM sites to refine theword-
ing and increase sample understandability. First, 10 respondents with
high experience in SNM assessed wording clarity (Wu, Huarng,
Fiegantara, & Pai, 2012). Then, a secondpretest of 20 respondents highly
acquainted with SNM also completed a pilot test to ensure content va-
lidity and reliability within the target context. The final survey consists
of 200 respondents, 118 of which gave valid responses.

3.3. Measures

Previous studies provide the measurement variables for this study.
Some changes and adjustment ensure a better fit of the viral marketing
context. Most measuring items are adaptations of revalidated measures
in TRA, IAM, and perceived risk. This study measures the 36 variables
using 5-point Likert scale from “strongly disagree” to “strongly agree,”
with multiple items for each construct.

Cronbach alpha and confirmatory factor analysis on SmartPLS
software test the constructs’ validity and reliability. Next, structural
equation modeling (SEM) analyzes the strength and direction of the
relationships between constructs (Hsu & Lin, 2008). This study also
uses fuzzy-set qualitative comparative analysis (fsQCA) to draw in-
depth insights into howmultiple configurations of strategic orientations
drive into different capabilities (Huarng, 2014) and better business
performance.

4. Empirical analysis

4.1. Results

This research detects questionnaire validity through internal consis-
tency and convergent validity criteria. According to internal consisten-
cy, valid items should yield values over 0.7 (Nunally, 1967). Table 1
shows all items present a value greater than 0.86. Fornell and Larcker
(1981) present three convergent validity criteria. (1) Most constructs
present factor loadings greater than 0.72, exceeding the 0.5 threshold,
thus, the items of the same construct share a great amount of variance
in common (Hair, Anderson, Tatham, & Black, 1998). (2) The average
amount of Average Variance Extracted (AVE) of each construct should
be greater than the variance and exceed 0.5 because of the measure-
ment error for that construct (Table 1). Finally, (3) discriminant validity
is the correlation between the individual dimensions; results should be
under the average amount of variation in the dimensions square root of
AVE. Table 2 shows correlations between constructs are under 0.9 (Hair
et al., 1998), whereas subjective norms shows 0.9 correlations are valid
because they reach the acceptance level.

SEM approach tests the relationships in the research model (Fig. 1).
Table 3 shows correlation coefficients (ß) and research model’s signifi-
cance effects. Six paths argument quality (ß = 0.24⁎), source credibility
(ß = 0.57⁎⁎⁎), attitude (ß = 0.40⁎⁎⁎), social influence (ß = 0.69⁎⁎⁎),
subjective norms (ß = 0.32⁎⁎⁎), and perceived risk (ß = −0.19⁎⁎) are
significant and strongly affect behavioral intention. Social integration
Table 1
Factor loadings, average variance extracted, and items internal consistency.

Constructs AQ SC AT SINT SINF SN PR BI

Factor
Loadings

1 0.71 0.81 0.89 0.86 0.79 0.92 0.68 0.80
2 0.80 0.81 0.87 0.88 0.82 0.91 0.74 0.79
3 0.78 0.84 0.85 - 0.83 0.87 0.77 0.87
4 0.84 0.76 0.78 - 0.87 - 0.76 0.80
5 - - 0.75 - 0.84 - 0.78 -
6 - - 0.79 - - - 0.78 -
7 0.73
8 0.70
AVE 0.68 0.65 0.68 0.75 0.69 0.81 0.55 0.67
Cronbachs Alpha 0.86 0.88 0.93 0.86 0.92 0.93 0.91 0.89
(ß = 0.04) shows a very weak effect on subjective norms and is non-
significant for behavioral intention. Thus, results support Propositions 1,
2, 3, 4, 6, and 7, whereas results fail to support H5.

4.1.1. Discussion
The findings respond to this study’s research question. This research

shows social influence exerts as first dominant influence on subjective
norms, whereas one of IAM external constructs, source credibility,
exerts second dominant influence on consumers’ attitude. As TRA theo-
rizes in prior studies, these results report that both attitude and subjec-
tive norms are key consistency determinants of consumers’ purchase
intention on virally marketed product/service via SNM. Both argument
quality and perceived risk, although presenting a weak influence on
purchase intention, are predictors of consumer’s behavior intention.
One of the contributions of this study is the combination of TRA and
IAM, which creates a new context to understand different variations in
behavior intention of viral marketing via SNM research.

4.2. FsQCA

Ragin (1987) explains fsQCA’s use of Boolean algebra to approach
theoretical sets, thus providing an alternative to regression analysis to
identify cause-and-effect processes. FsQCAmaintains the integrity of in-
dividual cases in analyzing the data by identifying combinations of caus-
al conditions that lead to the outcome (Woodside, Eunju, & Tzung,
2012).

4.2.1. Calibration
According to Ragin (2008), fsQCA requires data calibrations to

transform variables into structured fuzzy sets ranging from 0 (full
non-membership) to 1 (full membership) by using three thresholds—
0.05 (full non-membership), 0.5 (cross-over point), and 0.95 (full
membership)—to convert values into units at the same logic.

4.2.2. Analysis
FsQCA generates combination of causal conditions and outcome,

where Boolean algebra and algorithms identify configurations leading
to high performance by reduction of numerous, complex causal condi-
tions to simplify combinations. Thus, fsQCA considers four categories
of conditions: the presence/absence of sufficiency and the presence/
absence of necessity. The truth-table analysis yields three different solu-
tion terms: (1) complex (usingno logical remainders), (2) parsimonious
(all logical remainders apply), and (3) intermediate (using only logical
remainders that make sense) (Rihoux & Ragin, 2009).

For solution interpretation, Fiss (2011) proposes core and peripheral
conditions. Core conditions are solutions belonging to both parsimoni-
ous and intermediate that show a strong causal relationship with the
outcome, whereas peripheral conditions are solutions appearing only
in the intermediate solutions and presenting a weaker relationship
with outcome.



Fig. 1. SEM analysis of research model. Significance level: p-value b 0.01.

Table 4
Configurations to achieve users’ purchase intention on SNM.

1 2 3

Argument quality O O
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4.2.3. Results
Following Ragin (2008), fsQCA analysis results consist of three solu-

tions in Table 4, which show acceptable consistency of more than 0.85.
All these three causal recipes contain source credibility and the configu-
rations of the following five antecedents: argument quality, social inte-
gration, social influence, subjective norms, and perceived risk. Credible
source and social integration in the form of review transparency about
new products/services, with the influence from friends and relatives
as additional configuration, affect users’ purchase intention on SNM
sites. However, credible source in combination with argument quality
and reviewers’ transparency leads to users’ subjective norms, which
are sufficient to achieve good performance on affecting users’ intention
on SNM sites. Users posting about new products/services receive good
reviews and arguments as responses. Interaction on SNM sites builds
transparency. On the one hand, both solution 1 and 2 are strategies
that emphasize transparency of credible sources within SNM viral
marketing as an important information about product/service that
Table 3
Correlation coefficient and p-value.

Correlation Coefficient (ß)

AQ N AT 0.24⁎

SC N AT 0.57⁎⁎⁎

SINT N SN 0.04
SINF N SN 0.69⁎⁎⁎

AT N BI 0.40⁎⁎⁎

SN N BI 0.32⁎⁎⁎

PR N BI - 0.19⁎⁎
influences users’ purchase intention. Thus, the higher the number of
credible sources and their information transparency, the higher users’
purchase intention on SNM sites.

On the other hand, solution 3 presents the highest consistency, sug-
gesting the configurations within argument quality, source credibility,
and the supplementary of social influence, subjective norms, and per-
ceived risk are essential to predict users’ intention on SNM sites. The
lower perceived risk in solution 3 means users are ignoring risk on
SNM and only receive credible reviews and influence from friends and
relatives regarding products/services on SNM. Although perceived risk
is important in the context of Internet commerce, in SNM viral
Source credibility O O O
Attitude
Social integration O O
Social influence o O
Subjective norms O Ø
Perceived risk Ø
Consistency 0.88 0.88 0.90
Raw Coverage 0.61 0.62 0.38
Unique Coverage 0.02 0.02 0.04
Total Consistency 0.85
Total Coverage 0.67

Note: o/O indicates the presence of a condition; ø/Ø indicates the absence of a condition.
O/Ø indicates core conditions and o/ø indicates peripheral conditions. The study excludes
solution 2A, 2B, and 3 from further interpretation because of very low unique coverage.
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marketing about new product/service, giving and building users’ per-
ceived risk is not necessary.

5. Conclusion and future research

This research demonstrates the importance of IAM and social inte-
gration with prior use of TRA to study motivational factors in con-
sumers’ intention to purchase virally marketed product/service via
SNM. SEM focuses on variable connection and its effect, whereas
fsQCA motivates researchers and practitioners to learn and discuss
more about cases.

The SEM results imply that source credibility and social influence are
critical in creating attitudes toward information usefulness and subjec-
tive norms that lead to consumers’ purchase intention. Consumers are
likely to assess source credibility over argument quality because credi-
ble reviewers form positive attitudes toward purchase intention. Like-
wise, influence from friends and relatives creates pressure by forming
subjective norms thatmotivate consumers’ intention. Apparently, social
influence has a higher effect on subjective norms than on users’ percep-
tion of online reviews’ transparency.

In the highest consistency of fsQCA results—unlike in SEM results—
perceived risk is not a significant strategy configuration leading to the
best performance regarding influence on users’ purchase intention in
the context of SNM viral marketing. For practitioners who adopt a
SNM low-cost marketing strategy, hiring a credible source to write re-
views and adopting reviewers’ argument quality to spread the words
of newproducts/services are the essential strategicmovements to deliv-
er users’ purchase intention on SNM sites while minimizing their risk
perception and getting best practice with utmost outcome.

Finally, this research relies only on group of respondents in
Indonesia; however, future research on SNMviralmarketing should col-
lect data from multiple countries. Researchers’ evaluation should also
consider cross-country comparisons to unravel potential outcomes
and reveal the best strategic configurations to achieve the best perfor-
mance, which would clarify how individual dimensions contribute to
and support business performance. In addition, practitioners should
know their cases at all stages of the analysis to the maximum detail;
practitioners should also clarify which paths in the solution formula
cover which cases logically, both theoretically and empirically.

References

Ajzen, I. (2005). Attitudes, personality, and behavior (2nd ed.). Milton-Keynes, England:
Open University Press / McGraw-Hill.

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior.
Englewood Cliffs, NJ: Prentice-Hall.

Bauer, R.A. (1960). Consumer behavior as risk taking. In D.F. Cox (Ed.), Risk taking and in-
formation handling in consumer behavior (pp. 23–33). Boston: Harvard University
Press.

Beldad, A., Jong, M.D., & Steehouder, M. (2010). How shall I trust the faceless and the in-
tangible? A literature review on the antecedents of online trust. Computers in Human
Behavior, 26, 857–869.

Bhattacherjee, A., & Sanford, C. (2006). Influence processes for information technology ac-
ceptance: An elaboration likelihood model. MIS Quarterly, 30(4), 805–825.

Camarero, C., & San José, R. (2011). Social and attitudinal determinants of viral marketing
dynamics. Computers in Human Behavior, 27, 2292–2300.

Cheung, C.M.K., Lee, M.K.O., & Rabjohn, N. (2008). The impact of electronic word-of-
mouth. Internet Research, 18(3), 229.
Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of in-
formation technology. MIS Quarterly, 13(3), 319–340.

Farooq, F., & Jan, Z. (2012). The impact of social networking to influence marketing
through product reviews. International Journal of Information and Communication
Technology Research, 2(8), 627–637.

Fiss, P.C. (2011). Building better causal theories: A fuzzy set approach to typologies in or-
ganization research. Academy of Management Journal, 54(2), 393–420.

Fornell, C., & Larcker, D.F. (1981). Evaluating structural equation models with unobserv-
ables and measurement error. Journal of Marketing Research, 18(1), 39–50.

Hair, Jr, Anderson, J.F., Tatham, R.L., & Black, W.C. (1998). Multivariate data analysis (Fifth
ed.). Upper Saddle River, NJ: Prentice-Hall.

Hennig-Thurau, T., Gwinner, K.P., Walsh, G., & Gremler, D.D. (2004). Electronic word-of-
mouth via consumer opinion platforms: What motivates consumers to articulate
themselves on the internet? Journal of Interactive Marketing, 18, 38–52.

Ho, J.Y.C., & Dempsey, M. (2010). Viral marketing: Motivations to forward online content.
Journal of Business Research, 63(9), 1000–1006.

Hsu, C. -L., & Lin, J.C.-. C. (2008). Acceptance of blog usage: The roles of technology
acceptance, social influence, and knowledge sharing motivation. Information &
Management, 45, 65–74.

Huarng, K. -H. (2014). Configural theory for ICT development. Journal of Business Research,
68, 748–756.

Kempe, D., Kleinberg, J., & Tardos, E. (2003). Maximizing the spread of influence through a
social network. Proceedings of the Ninth ACM SIGKDD International Conference on
Knowledge Discovery and Data Mining (SIGKDD’03) (pp. 137–146).

Lin, H. -F. (2007). Predicting consumer intentions to shop online: An empirical test of
competing theories. Electronic Commerce Research and Applications, 6(4), 433–442.

Nunally, J. (1967). Psychometric theory. New York: Mc-Graw Hill.
Oden, N., & Larsson, R.S. (2011). What makes a marketing campaign a viral success? A de-

scriptive model exploring the mechanisms of viral marketing. Universitat UMEA.
Petty, R.E., & Cacioppo, J.T. (1986). Communication and persuasion: Central and peripheral

routes to attitude change. New York, NY: Springer-Verlag.
Petty, R.E., Cacioppo, J.T., & Goldman, R. (1981). Personal involvement as a determinant of

argument-based persuasion. Journal of Personality and Social Psychology, 41, 847–855.
Pitta, D.A., & Fowler, D. (2005). Online consumer communities and their value to new

product developers. Journal of Product & Brand Management, 14(15), 283–291.
Qiu, L., & Benbasat, I. (2005). An investigation into the effects of text-to-speech voice and

3d avatars on the perception of presence and flow of live help in electronic com-
merce. ACM Transactions on Computer-Human Interaction, 12(4), 329–355.

Ragin, C.C. (1987). The comparative method: Moving beyond qualitative and quantitative
strategies. Berkeley: University of California Press.

Ragin, C.C. (2008). Redesigning social inquiry: Fuzzy sets and beyond. Chicago: University of
Chicago Press.

Rihoux, B., & Ragin, C.C. (2009). Configurational comparative methods: Qualitative Compar-
ative Analysis (QCA) and related techniques. Thousand Oaks, CA: Sage.

Rubin, M., Watt, S.E., & Ramelli, M. (2012). Immigrants’ social integration as a function of
approach-avoidance orientation and problem-solving style. International Journal of
Intercultural Relations, 36, 498–505.

Smith, D., Menon, S., & Sivakumar, K. (2005). Online peer and editorial recommendations,
trust, and choice in virtual markets. Journal of Interactive Marketing, 19(3), 15–37.

Stromer-Galley, J. (2004). Interactivity-as-product and interactivity-as-process. The
Information Society, 20(5), 391–394.

Sussman, S.W., & Siegal, W.S. (2003). Informational influence in organizations: An inte-
grated approach to knowledge adoption. Informational System Research, 14(1), 47–65.

Vilpponen, A., Winter, S., & Sundqvist, S. (2006). Electronic word-of-mouth in online en-
vironments: Exploring referral network structure and adoption behavior. Journal of
Interactive Advertising, 6(2) (http://www.jiad.org/article82).

Wang, X., Yu, C.L., & Wei, Y.J. (2012). Social media peer communication and impacts on
purchase intentions: A consumer socialization framework. Journal of Interactive
Marketing, 26, 198–208.

Weber, M. (1947). The theory of social and economic organization. NY: The Free Press.
Woodside, A.G., Eunju, K., & Tzung, C.H. (2012). The new logic in building isomorphic the-

ory of management decision realities. Management Decision, 50(5), 765–777.
Wu, C. -W., Huarng, K.-. H., Fiegantara, S., & Pai, C.W. (2012). The impact of online custom-

er satisfaction on the yahoo auction in Taiwan. Service Business, 6, 473–487.
Yang, H., Liu, H., & Zhou, L. (2011). Predicting young Chinese consumers’ mobile viral at-

titudes, intents, and behavior. Asia Pacific Journal of Marketing and Logistics, 24(1),
59–77.

Zhang, Y., & Hiltz, S.R. (2003). Factors that influence online relationship development in a
knowledge sharing community. Proceedings of the Ninth American Conference on Infor-
mation Systems (pp. 410–417).

Zhaveri, H. (2013). Social networking site for marketing. Proceedings of National
Conference on New Horizons in IT (pp. 215–218).

http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0005
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0005
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0010
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0010
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0200
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0200
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0200
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0020
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0020
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0020
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0025
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0025
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0030
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0030
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0035
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0035
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0040
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0040
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0045
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0045
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0045
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0050
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0050
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0055
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0055
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0060
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0060
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0065
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0065
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0065
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0070
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0070
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0075
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0075
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0075
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0080
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0080
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0085
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0085
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0085
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0090
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0090
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0095
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0100
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0100
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0110
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0110
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0105
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0105
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0115
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0115
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0120
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0120
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0120
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0125
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0125
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0130
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0130
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0135
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0135
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0140
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0140
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0140
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0145
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0145
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0150
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0150
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0155
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0155
http://www.jiad.org/article82
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0160
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0160
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0160
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0165
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0170
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0170
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0180
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0180
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0185
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0185
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0185
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0190
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0190
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0190
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0195
http://refhub.elsevier.com/S0148-2963(15)00232-5/rf0195

	Viral effects of social network and media on consumers’ purchase intention
	1. Introduction
	2. Literature review
	2.1. Viral marketing
	2.2. Theory Reasoned Action (TRA)
	2.3. Information Adoption Model (IAM)
	2.4. Social interaction
	2.5. Perceived risk

	3. Method
	3.1. Data collection
	3.2. Procedure
	3.3. Measures

	4. Empirical analysis
	4.1. Results
	4.1.1. Discussion

	4.2. FsQCA
	4.2.1. Calibration
	4.2.2. Analysis
	4.2.3. Results


	5. Conclusion and future research
	References


